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Summary
What is significance of the use of popular culture in tourism promotion to Japan's international 
relations ?　This paper aims to answer this question through a brief review of existing literature.　
Chapter I examines the impact of cultural exchange on international relations in a wider context.　
Chapter Ⅱ pays an attention to contemporary Japan’s context（surrounding contemporary Japan）
to consider how important cultural exchange can be to the country’s international relations today.
Though often invisible, culture is one of powers that can affect international relations.　There 
are cases where Japanese popular cultural products are accepted in foreign countries.　Such acceptance 
alone does not necessarily lead to a situation where boundaries between countries in Asia get much 
lower, at least in a foreseeable future.　However, at the same time, it is the case that seeds of closer 
ties in an ideational structure are sown in the region, compared to the previous decades.　Though 
it takes time, the use of popular culture in inbound tourism promotion may be able to contribute 
to growing such seeds.
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